Olson's argument, which holds that group size is a key determinant of the ability to mobilize, is the starting point for much research on business collective action.
Numerically smaller groups, such industrial lobbies, are more likely to act collec tively than larger groups because individual members will achieve greater payoffs for participation and face lower organizational costs.5 Offe and Wiesenthal use a dif ferent logic to arrive at a similar conclusion.6 Instead, business class characteristics enhance its ability to act collectively. With "shared, uncontested and easily mea sured" interests, multiple channels to defend these interests, and concentrated mater ial power, business allegedly has an automatic advantage. It also helped socially and geographically disconnected entrepreneurs to establish a group identity. Before seizing the opportunity to engage in collective politics, otherwise disparate individuals must view themselves as a collectivity.14 They must do more than join an organization; they must construct a common identity, often forged in opposition to others through a reactive process of group differentiation.
In distinct ways, studies of class formation and social movements have empha 
